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Corporate social responsibility (CSR) does not have an exclusive definition. It can be 
understood as an umbrella that covers both theoretical and practical attempts as well as 
achievements to put a new basis of cooperation between corporations and their environment. 
Since corporations are core elements of the societal environment, a comprehensive is 
required. Our research contributes to this field by exploring the personal opinions and 
attitudes. The paper is an enhanced extract of a Scientific Students’ Associations research. 
The non-representative research sample consists of the responses of 267 Hungarians. Results 
of the statistical analysis show that there is a general lack of information about the topic and 
there is a correlation between CSR knowledge level and the judgment on CSR. Surprisingly, a 
higher level of knowledge does not necessarily coincide a higher trust is CSR. 
 
Introduction 
Nowadays corporate strategies may include an approach to social responsibility. There are 
several application models available, due to the diversity of the influencing factors of the 
effective solutions. CSR initiations may give the frame of the related endeavors. 
There is a conceptual diversity about defining CSR [1] but a common core is to discover: 
• Bowen [2] stated that CSR “refers to the obligations of businessmen to pursue those 
policies, to make those decisions, or to follow those lines of action which are desirable 
in terms of the objectives and values of our society”. 
• Friedman’s approach to responsibility, from profit-maximization to following the 
wishes of stakeholders [3] determine the thinking on the topic even nowadays. 
• European Commission defines CSR as “a concept whereby companies decide 
voluntarily to contribute to a better society and a cleaner environment” [4]. 
• The definition of ‘social responsibility’ in the ISO 26000 standard embraces the 
essentials as “responsibility of an organization for the impacts of its decisions and 
activities on society and the environment, through transparent and ethical behavior…” 
[5]. The definition includes a contribution to sustainable development, health and the 
welfare of society, stakeholder-oriented thinking and compliance with the law and 
other norms. The scope of application covers both internal and external relations. 
• Carroll’s model [6] [7] of corporate social responsibility (CSR) shows the feasible 
levels beyond economic interest. Economical and legal levels are marked as required 
by the society. Ethical responsibilities are marked as expected and philanthropic level 
as desired. 
 
The practical and scientific interest led to various conceptual models and industrial 
applications. Farcane and Bureana [8] summarizes that the simple concepts of the 1950s were 
developed to the phenomenon, and it has been extended in the 1960s and 1970. Later, in the 
1980s new concepts have been appeared such as corporate social performance, stakeholders’ 
theory and business ethics theory. Madrakhimova [9] investigates also next eras. The 1990s 
can be labeled with the acceleration of globalization, and reports were released in this era. 
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Reporting was significantly developed in the 2000s. A comprehensive summary is presented 
in Figure 1. 
 
 
Figure 1. Historical development of CSR and sustainability debate [10] 
 
Nowadays there is a literature diversity in the field that analyzes of the sectoral 
characteristics, related tools or the strategic integration possibilities. There are both theoretical 
achievement and case studies about the successful applications. 
According to the opinion of Dempsey [11], an early representative of the topic, we agree that 
CSR cannot be interpreted in different ways for various corporations, citizens or the 
government, there is one and only one community. However, corporations have an extensive 
impact on the processes including both causing and solving the problems, the ultimate goal is 
improving the welfare of the society. Based on this approach, we think that initiatives and 
tools can be more successful if those are acceptable on an individual level. Turning the 
thought away, new initiatives should consider personal opinions and attitudes in the field. Our 
research aims to contribute to this challenge. 
 
Experimental 
The research uses a survey including 11 questions. There are questions about preliminary 
CSR studies, personal shopping habits as well as workplace CSR practices. The target group 
of our survey was the Hungarian citizens from various territorial locations and social 
situations. Data collection used the snowball method, the research sample is not 
representative. 
The research sample consists of 267 responses. Data analysis was conducted by the support of 
IBM SPSS Statistics 22. The sample characteristics are as follows: 
• 182 females (68.2%) and 85 males (31.8%) answered the questions, 
• According to occupation and working activities, 33% are manual workers, 52% brain 
workers, 5% not working and 10% others. 
• 73.4% of the respondents belong to the Generation Y (who were born between 1980 
and 1994 [12]). 
 
There are 4 research hypotheses formulated for the analysis presented in this paper: 
• H1: There is a huge lack of knowledge about CSR in the society. 
• H2: There is a difference of opinions about CSR by occupations. 
• H3: The level of CSR studies has an impact on the opinions on the topic. 
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• H4: CSR awareness is at a higher level among brain workers than among physical 
ones. 
 
Results and discussion 
51.3% of the respondents have never learned about CSR, 40.5% has a superficial knowledge, 
and 8.2% has a detailed knowledge about the topic. Cross-tabulation shows significant 
differences by age categories (Chi-square=24.200, df=9. sig.=0.004), the youngers learn more 
about the subject. 
The survey asked whether the employers of the respondents have any activities that can be 
considered as CSR ones (note: the introduction of the questionnaire clarified the definition 
and content of CSR). 31% of the respondents found that CSR-related actions are entirely 
missing. 20.6% marked that social and local issues are considered, and 19.9% marked that 
environmental issues are also managed. The results show significant differences by the types 
of occupations (cross-tabulation Chi-square=108.632, df=12, sig.=0.000). 31% of brain 
workers and 39% of physical workers marked that their employers do not have CSR 
activities. However, the textual remarks attached to the responses show that there is a relevant 
information gap. 
 
The satisfaction of the respondents with the corporate CSR activities shows a medium value 
based on a 5 point scale evaluation. Results are analyzed by cross tabulation, using various 
grouping factors. Based on the level of CSR studies, respondents without knowledge marked 
significantly lower values, i.e. more dissatisfaction (Chi-square=22.159, df=12, sig.=0.036) 
that the other groups. Respondents with superficial knowledge have the highest level of 
satisfaction. 
The survey includes some statements about the content of CSR, partly using of a former 
survey [13], and asks the respondents to mark the level of agreement on a 5-point Likert-scale 
(a higher value mean a higher level of agreement): 
• Helps to achieve the goals of sustainable development: 42.3% of the respondents 
marked rather (4) or fully (5) agreeing with the statement, while, only 4 answers of 
267 shows a complete disagreement. 
• Helps to coordinate corporate efforts: 38.6% marked the middle value (3) followed by 
rather agree (4) answers, i.e. the respondents do not have a clear trust in the proper 
strategic coordination role of CSR. 
• CSR is a tool for influencing partners: 41.9% marked the middle (3) and 28.8% the 
rather agree (4) value. 
• CSR is an excellent marketing communication tool: 37.8% marked the middle and 
56.6% of the fully agree (5) options. However, the survey did not ask whether CSR as 
a marketing communication tool was welcome or harmful, the results show that 
people believe in its viability. 
• Corporate CSR reports are authentic; CSR is just a corporate tool for increasing profit; 
CSR implementation is expensive: respondents are skeptical, marking of middle 
values (3) is the most common. 
• CSR can be successful only for a large corporation: 48.7% of the respondent marked 
full or rather disagreement with this statement while 23.2% agrees or rather agrees. 
 
Due to the scattered picture of the responses, we used the groping factors for exploring more 
homogeneous opinions. ANOVA analysis shows significant differences by the level of CSR 
knowledge in case of the statements CSR is a tool for influencing partners (F=8.373 
sig.=0.004) and CSR is an excellent marketing communication tool (F=6.888, sig.=0.009). 
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Respondents who did learn about CSR consider it a more relevant influencing tool, and they 
keep CSR a less excellent marketing communication tool. 
Results by gender are checked by cross-tabulation, significant differences are summarized in 
Table 1. Females have a greater confidence in the authenticity of the CSR reports and they 




Total Male Female 





1 12 8 20 
2 19 38 57 
3 37 82 119 
4 12 46 58 
5 5 8 13 
CSR can be successful only for 
large companies 
Chi-square sig=0,027 
1 21 33 54 
2 22 54 76 
3 15 60 75 
4 16 24 40 
5 11 11 22 




1 8 3 11 
2 11 13 24 
3 33 69 102 
4 21 62 83 
5 12 35 47 
Table 1: Significant results in cross-tabulation of judgment on CSR by gender (own edition) 
 
Conclusion 
However, corporate social responsibility is presented as a success story, empirical studies 
highlight that perception and individual opinions may be opposed to the theoretical intent and 
corporate interest. Our survey among Hungarians highlights the lack of knowledge. The 
results confirm that the level of knowledge about the CSR significantly influences the 
attitudes. 
There were 4 hypotheses formulated for this paper. Considering the limitations of the sample 
and the content of the research, the analysis confirmed H1, H2 (partly) and H3. We rejected 
H4. 
• H1: The lack of knowledge is presented in the low ratio of respondents who did learn 
about CSR. However, CSR is voluntary, most of the respondents bring this 
characteristic into question; it is hard to distinguish the interests behind the initiations. 
• H2: The confirmation of the hypothesis is partial. The statistical analysis shows the 
higher sensitivity of females in social issues and higher trustfulness in CSR. 
• H3: Statistical analysis confirmed that the level of CSR studies has an impact on the 
individual opinions. Nevertheless, wider knowledge does not mean a higher 
confidence in CSR. 
• H4: However, employers of the brain worker respondents rather deal with CSR than 
physical workers, the hypothesis must be rejected since there is no significant 
difference. 
  
A general experience of the research is that there is a need for comprehensive education 
actions about CSR. Next generations can benefit from the increasing attention by the higher 
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education institutions but for those who are already working, special methods must be 
developed. Both the literature review and the experiences of the research shoe that 
multinational corporations can play a key role in the diffusion of the CSR approach. 
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